An Empirical Study on Factors Influencing Customers’ Experience of Real Estate Industry by 许媛
 
学校编码：  10384                             分类号    密级      









硕  士  学  位  论  文 
   
 
房地产行业顾客体验影响因素的实证研究 
An Empirical Study on Factors Influencing Customers’ 







指导教师姓名：林 志 扬  教授 
专  业 名 称：企  业  管  理 
论文提交日期：2010 年  4  月 
论文答辩时间：2010 年     月 
学位授予日期：2010 年     月 
  
 
答辩委员会主席：         
























另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的






























（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 












































































































































In the year 2007, Central Viewer Survey & Consulting Center and Grey 
Worldwide （an advertising agency） analyzed Chinese customers and consumer 
market, and put forward “ten tendencies of Chinese consumer market”, one of which 
was “overall experience consumption pattern”. This pattern means, consumers 
concern not only functional benefits brought by products and/or service, but also 
particular experience in accord with their psychological need and preference gained in 
the consuming process. Faced with similar function of products or service, experience 
becomes a critical determinant of value, which is an important reference to 
consumers’ purchase decisions. 
In recent years, “house” is being increasingly concerned by millions of people. 
The year 2010 sees a fall of volume and price in some areas of Xiamen’s real estate 
market, which will surely recall real estate developers to turn to marketing measures. 
In this experience economics age, how to apply experience marketing appropriately 
and win the severe competition, is related to each real estate developer. 
Under such a background, studying the influencing factors of customer 
experience of real estate industry apparently has theoretic and practical significance. 
This thesis, based on previous study results, adopted several research methods 
including in-depth interviews, questionnaire survey and empirical analysis, extracted 
five principle factors influencing customer experience, set up hypothesis, then verified 
the hypothesis by data processing, and finally obtained significant conclusions as 
follows: 
1. Good product, service, environment and propaganda will remarkably improve 
customer experience （including function experience, emotion experience and social 
experience） , while good situation can merely remarkably improve customer’s 
emotion experience; 
2. Function experience, as a sort of basic experience, has remarkable positive 
impact on emotion experience and social experience, while emotion experience and 
social experience have remarkable positive impact on each other; 
3. The thesis adopted population statistic character variable as categorical 
variable to study the customer experience difference among different consumer 
groups, and demonstrated that different consumer groups have apparent difference in 
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拉动的相关产业达到了 60 多个，房地产行业创造的增加值占 GDP 约 6.6%，占
投资比例则高达 25% [1]，房地产已经成为了名副其实的国民经济的支柱产业。
1998 年以来，中国房地产投资以每年超过 20%的速度大幅增长，对中国经济的



















































































论和展望。研究思路如图 1-1 所示。 
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